Investigating the moderating role of intercultural factors on consumer cross-shopping behavior by Hino, Hayiel
INTERNATIONAL JOURNAL OF RESEARCH IN BUSINESS AND SOCIAL SCIENCE 9(2)(2020) 139-151 
 
 
* Corresponding author. ORCID ID: 0000-0002-6046-8890 
© 2020 by the authors. Hosting by SSBFNET. Peer review under responsibility of Center for Strategic Studies in Business and Finance.  
https://doi.org/10.20525/ijrbs.v9i2.641 
 
 
 
 
 
 
 
 
 
Investigating the moderating role of intercultural factors on consumer 
cross-shopping behavior: Bridging the prejudice 
Hayiel Hino   
Department of Economics & Business Administration Ariel 40700, Israel 
A R T I C L E  I N F O 
Article history:  
Received 19 Feb 20 
Received in revised form 05 March 20 
Accepted 13 March 20 
 
Keywords: 
Cross-shopping, Prejudice, Intergroup 
contact, Social interaction  
Acculturation  
JEL Classification: 
M30, L10 
 
 
A B S T R A C T 
The concept of prejudice has become increasingly important to scientific thinking about relations 
between groups. Yet, despite extensive research, little is known about how prejudice affects consumer 
buying behavior, especially regarding activities that involve purchasing products and services thereby 
crossing to suppliers from the dominant community.  The purpose of this study is twofold: to examine 
the influence of both positive and negative prejudices on cross-shopping intention in the context of an 
ethnic minority-majority group relationship; and, to investigate the moderating influence of 
intercultural-related factors (i.e. online contact, social interaction, and acculturation) on the 
relationship between negative prejudice and cross-shopping intention. A sample consisting of 202 
respondents was obtained from across ethnic-minority consumers (the Israeli Arabs) who routinely 
interact online and offline with individuals from the majority population (Israeli Jews). The conceptual 
framework and hypothesis are tested using the partial least squares analyzes (PLS). The study results 
provide a better understanding of the conflicting effects of positive and negative prejudice on cross-
shopping intention. Additionally, results shed light on the moderating role of intercultural factors on 
the relationship between negative prejudice and cross-shopping intention. Implications are identified 
together with consideration of the study limitations and avenues for future research. 
© 2020 by the authors. Licensee BSC International Publishing, Istanbul, Turkey. This article is an open 
access article distributed under the terms and conditions of the Creative Commons Attribution (CC 
BY) license (http://creativecommons.org/licenses/by/4.0/).    
 
 
Introduction 
Prejudice refers to ideas, beliefs, feelings, and attitudes that people have about other less familiar groups as a whole or individuals 
within those groups, based on their perceived group membership (e.g., race, class, gender, religion, and sexual orientation). Prejudice 
does not necessarily occur only in one direction (Brylka, Jasinskaja-Lahti, & Mähönen, 2016). Interacting social groups can be 
mutually prejudiced, in particular when members of each social group possess limited knowledge about members from the other 
group.  
Prejudice also can be either positive or negative. Negative prejudices are unfavorable opinions or feelings, stereotyped beliefs, and 
negative evaluative reactions such as disapproval, dislike, and a tendency to discriminate against outgroup members (Dovidio et al., 
2002). In contrast, positive prejudices typically occur when individuals develop preferences that lead to distorting any new 
information so that it will reinforce those preferences, and discounting data that does not.  
A review of many previous studies points to a vast majority skewed towards studying the influence of negative prejudice, while 
research on positive prejudice is sparse. Moreover, to the best of our knowledge, no research has yet investigated the simultaneous 
conflicting effects of positive and negative prejudice types on consumer behavior.  
Notwithstanding this conceptual complexity, reducing prejudice has frequently been discussed in past studies. This body of research 
on prejudice reduction encompasses work on interventions such as re-education, mutual identification, empathy arousal, and 
intergroup social contact (Brylka, Jasinskaja-Lahti, & Mähönen, 2016; Paluck & Green, 2009). For example, research investigating 
the influence of social interactions on perceived prejudice points to positive effects on intergroup perceptions and attitudes regarding 
the reduction of negative stereotypes and emotions between different ethnic and cultural background groups (Pettigrew et al., 2011). 
Research in Business & Social Science 
IJRBS VOL 9 NO 2 ISSN: 2147-4478 
Available online at www.ssbfnet.com 
Journal homepage: https://www.ssbfnet.com/ojs/index.php/ijrbs 
Hayiel Hino, International Journal of Research in Business & Social Science 9(2)(2020) 139-151 
 140 
A meta-analysis of 515 studies conducted in a variety of intergroup contexts showed a relatively strong negative relationship between 
intergroup contact and perceived prejudice (Pettigrew & Tropp, 2006). Yet, despite this extensive research, little is known about how 
reduced prejudice affects consumer behavior especially regarding activities that involve purchasing products and services from 
outgroup marketers. Moreover, the prejudice literature lacks an integrative approach to measuring the prejudice – consumer behavior 
link, with many studies substituting acculturation for it. Consequently, it seems that research did not progress, as most empirical 
contributions to this field of research have focused on attitudinal and emotional aspects of prejudice and, to a lesser extent, on 
assessing the influence of reduced prejudice on behavioral intention.  
Thus, the aim of this study is twofold. Firstly, to examine the influence of both positive and negative prejudices on cross-shopping 
intention in the context of an ethnic minority-majority group relationship (the Israeli Arab and Jewish populations). Secondly, to 
investigate the moderating influence of intercultural factors on the relationship between negative prejudice and cross-shopping 
intention. For this purpose, we propose a conceptual framework that builds on the intergroup contact theory (Allport, 1954), and 
various previous studies investigating the influence of intercultural-related factors in the context minority-majority group 
relationship. Contact theory suggests that negative emotions and feelings associated with prejudices toward outgroup members 
diminish as interactions between minority and majority groups expand. This, in turn, translates to enhanced reciprocal intergroup 
relations. Moreover, we argue that intercultural factors moderate the negative effect of prejudice on consumer switching intention 
thus bridging behavioral gaps between individuals from highly distant cultures. 
The study begins with a background discussion regarding the influence of intergroup online contact, perceived positive prejudice and 
intercultural factors. The study then integrates relevant themes from this research field into a theoretical framework, with the purpose 
of developing and empirically testing a conceptual framework that examines the influence of intergroup contacts on the relationship 
between perceived prejudice and cross-shopping intention (see Figure 1). The third part of the study discusses the methods used for 
a consumer behavior study designed to test these hypotheses. Sampling for the study was conducted within the Israeli-Arab cultural 
community. This minority was sampled because they (a) comprise a considerable percentage of Israeli society; (b) preserve a distinct 
cultural orientation and unique way of life yet represent a high degree of heterogeneity in many features including cultural 
characteristics and social status; and (c) routinely interact with the dominant culture (Hino, 2014). A structural model was built 
including all the antecedents and relevant relationships. Structural Equation Modelling (SEM) employing WarpPLS 7.0 was used for 
the analysis, enabling us to examine the hypothesized causal paths among the constructs by performing a simultaneous test. Section 
four presents the study findings whereas the final section concludes the study and provides implications of the analysis. 
Literature Review 
The conflicting influence of prejudice on cross-shopping  
Prejudices made in a country by the dominant culture can significantly influence the prejudiced groups’ attitudes and behaviors. 
Consequently, perceived prejudice has been acknowledged as a key factor affecting individuals’ emotions, feelings, and attitudes 
toward outgroup members. Moreover, the outcome of numerous studies addressing the prejudice-behavior link in a variety of 
situations points to prejudice that can strongly influence individuals’ beliefs, attitudes, and actual behavior (Byrd, 2014; Crisp & 
Turner, 2009; Dovidio et al., 2002; Fujimoto & Hartel, 2004; Knowles, Lowery, & Shaumberg, 2010). For example, a study by 
Greenwald, Smith, Sriram, Bar-Anan, and Nosek (2009) found prejudice predicts voting behavior, including for the 2008 elections, 
the first time in which an African American (Barack Obama) was elected president of the United States. 
However, despite the concept that perceived prejudice often indicates either positive or negative influence, this concept has been 
largely restricted to indicating negative impacts. The information available on positive prejudices is minimal. This is especially 
pervasive in studies focused on ethnic-cultural, religious, racial, or national group membership-based prejudice (Dovidio, Eller, & 
Hewstone, 2011; Ng, Kulik, & Bordia, 2016). It is also evident in studies addressing the ethnic minority-majority group relationship. 
Findings from many of these studies have documented the negative attitudinal and actual responses of individuals from one ethnic 
group toward other outgroup members just because of their differences (Dovidio et al., 2002; Fujimoto & Hartel, 2004). Moreover, 
according to these studies, relations between ethnic-cultural groups often involve distrust, suspicion, tension, and even conflict 
(Dovidio et al., 2002). Consequently, prejudice can strongly influence not only how individuals feel, but also how they behave and 
interact with those dissimilar to them (Fujimoto & Hartel, 2004).  
The current study investigates the conflicting influence of perceived negative and positive prejudices on cross-shopping intention in 
the context of an ethnic minority-group (Israeli Arabs). In this regard, studies conducted in Israel have documented negative 
intergroup attitudes between Jews and Arabs (Bar-Tal & Teichman, 2005; Tessler, 2009). The negative intergroup tension between 
the two communities, which has intensified over the past two decades, means far more mutual negative prejudice between Jews and 
Arabs. However, as noted earlier, prejudice toward outgroup members can be simultaneously negative and positive (Dienstbier, 
1970). That is, members of one group may be negatively prejudiced toward outgroup members in some areas, while they have positive 
feelings and attitudes in others. For example, as Hodge and colleagues (2008) point out, black male athletes are often perceived as 
less intelligent, yet more athletic than their white male counterparts. These stereotypes persist despite a number of high-profile 
examples to the contrary. Smith and Li (2010) cite another example of how conflicting feelings and attitudes influence behavior. In 
their study on Chinese consumers’ willingness to boycott Japanese products they demonstrated the conflicting effects of perceived 
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animosity, open hostility, and negative attitudes of Chinese consumers toward Japanese-made products, even though they view 
Japanese products as of superior quality, being produced in a highly developed country. Finally, in the context of the present study, 
Israeli Jews (the dominant population) are perceived by Arabs as dynamic; changers of both landscape and social order, and as 
portraying vigor, strength, and success. However, Arab attitudes toward Jews and the Jewish state have become more critical and 
militant during recent years. According to the study by Hermann, Cohen, Omar, Heller, and Lazar-Shoef (2017) a majority of Israeli 
Arabs believes that for the most part, the Israeli government has behaved inequitably and unfairly toward Arab citizens. Additionally, 
a high percentage of Arabs (43%) reported that their feelings toward the State of Israel have become increasingly negative in recent 
years. Jews perceived Israeli Arabs as an enemy-affiliated security threat. The negative perceptions and emotions manifested by Jews 
towards Arabs are mutual. 
Drawing on this previous work, it can be argued that the link of prejudice to consumer behavior can be viewed as a step closer 
towards linking the conflicting influences of prejudice to cross-shopping in the context of ethnic minority-majority group relationship. 
Cross-shopping is defined as “the process by which consumers conduct their shopping activities at two or more food stores thereby 
dividing their shopping basket between different stores” (Hino, 2017, p.3).  This pattern allows consumers to preserve their 
relationship with current retailers as they continue directing a proportion of their shopping activities to those marketers, while crossing 
between current and new retailers (Hino, 2014). In line with this past research, here we define cross-shopping intention as the minority 
members’ tendency to consider crossing to majority-group marketers for purchasing products and services, despite having refrained 
from doing so until now because of perceived negative prejudice. Accordingly: 
H1a: The higher the perceived negative prejudice, the lesser the tendency to cross-shopping.  
H1b: The higher the perceived positive prejudice, the greater the tendency to cross-shopping.   
H1c: There will be a negative correlation between positive and negative prejudice.   
Cross-cultural Contact 
Online Contact  
Online social networking has become an emerging cultural phenomenon. However, research on recent global social shifts in online 
social communications among consumers of diverse cultures and ethnicities highlighted the need for further research on the role 
online cross-cultural interactions play in individuals’ consumption behavior (Demangeot, Broderick, & Craig, 2015; Hanna, Rohm, 
& Crittenden, 2011).  
Cross-cultural contacts with, and exposure to, outgroup members have been conceptualized in many empirical studies as enablers of 
negative reduced-friction contact (Dovidio, Eller, & Hewstone, 2011; Gaunt, 2011; Seger et al., 2014; Wojcieszak & Azrout, 2016). 
This research stream is built on the contact theory, one of the leading theories regarding the reduction of intergroup prejudices 
(Allport, 1954). Intergroup contact theory states that individuals are very likely to develop a favourable perception of outgroup 
members if the interactions between the members are frequent and positive. This favourable perception will, in turn, lead to deeper 
understanding of, and a more positive attitude toward, outgroup members thereby increasing tolerance and reducing conflicts and 
prejudices (Brown & Hewstone, 2005; Gaunt, 2011; Husnu, Mertan, & Cicek, 2018). Findings from numerous prior studies have 
consistently shown that frequent exposure to outgroup members will improve intergroup relations and individual responses 
(Schumann, van der Linden, & Klein, 2012; Segeret al., 2014; White & Abu-Rayya, 2012).  For example, Oyedele and Hernandez 
(2015) tested the influence of socio-political constructs and intergroup-based emotional variables on consumer decisions to purchase 
cross-ethnic products. It was found that intergroup contact and social-dominance orientation are important predictors of intergroup 
tolerance. Pettigrew and Tropp (2006), and Miller, Smith, and Mackie (2004) found intergroup contacts typically reduce negative 
prejudices and enhance positive emotions toward outgroup members. Likewise, Pettigrew and colleagues (2011) noted that higher 
contact frequency can yield greater probability of negative prejudice reduction. Similarly, Ng, Kulik, and Bordia (2016) demonstrated 
that individuals who experience more intergroup interactions may form more positive attitudes toward dissimilar individuals, 
perceiving these previous out-group members as belonging to their own social category.  
Contact theory has also been applied to the online social contact environment in the context of intergroup minority-majority 
relationships. Most research that discusses the effects of online contact includes studies focusing on the positive outcome of online 
interactions, suggesting that negative attitudes held by one group toward another emanate from a lack of knowledge about that group 
(White & Abu-Rayya, 2012). We build on this rich research stream, claiming that online interpersonal contacts with outgroup 
members facilitate mutual learning about the distinct groups thus leading to more positive attitudes toward outgroup members, which 
in turn can reduce negative prejudices and improve intergroup relations (Dovidio, Eller, & Hewstone, 2011; Hino, 2015; Mor, Ron, 
& Maoz, 2016; Wojcieszak & Azrout, 2016). Thus: 
H2a: Online contacts between minority and majority group members will reduce perceived negative prejudice. 
In assessing the moderating influence of online contact on the relationship between negative prejudice and consumer cross-shopping 
decisions we rely on numerous previous studies investigating the link between personal contact through social networks and 
consumer behavior. 
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Consumers are increasingly seeking information through social network platforms to guide their future purchasing decisions. This 
has led to the development of e-WOM chats which gave consumers the opportunity to exchange recommendations on products and 
services they have experienced (Erkan & Evans, 2016). Findings from various empirical research investigating the influence of e-
WOM on consumer behavior have pointed out that effective use of social networks websites can have direct effects on purchasing 
decisions (Gautam & Sharma, 2017; Hinz et al., 2011; Mortazavi, Esfidani, & Barzoki, 2014). In the context of intergroup minority-
majority relationship, social networking has been reported to facilitate cross-ethnic communications by offering simple platforms to 
interact with outgroup members (Martinez et al., 2014). This has motivated many marketers to use social network websites to engage 
minority consumers thereby motivating them to participate in eWOM-related activities, including receiving and sharing comments, 
reviews, and recommendations with outgroup members (Zaglia, 2013). Applying these ideas to our context, we posit that consumers 
who feel less perceived prejudice due to online contact will demonstrate higher motivation to adapt their buying behavior (i.e. 
willingness to cross-shopping) upward, which will then change (upward) their shopping behavior. Thus online contact will increase 
consumer willingness to cross to outgroup suppliers through moderating the negative relationship between perceived prejudice and 
cross-shopping intention. Accordingly, we hypothesize: 
H2b: Online contact will moderate the relationship between negative prejudice and cross shopping intention.   
Social interaction 
Social interactions involving minority-majority group members provide the former with opportunities to learn a new behavioral 
repertoire first-hand that is deemed appropriate and useful in the majority group context (Berry, 1997). Interactions between minority 
and majority group members are positively related to the minority's sense of belonging to the dominant culture (Glass & Westmont, 
2014). This in turn, can change ethnic-group members’ perceptions and responses in ways that minimize prejudice toward dominant 
group members. Furthermore, by possessing more willingness towards adapting to the dominant culture, minority members can 
increase their interaction with majority group members by learning culture-specific knowledge (Shafaei & Abd Razak, 2018). Indeed, 
Minority consumers participating in social interactions (e.g. hosting outgroup members at their houses, and maintaining close social 
relationships with them) face unique challenges, including disapproving social norms and conservatism (Eleta & Golbeck, 2014; Fox 
& Warber, 2015). Concurrently, however, social interactions facilitate cross-ethnic communications (Martinez., 2014) from which 
ethnic-group members may significantly benefit (Oh, 2016).  
Aside from the evidence in the literature, we expect social interactions to positively affect minority members’ buying decisions. The 
logic is that individuals with a sense of belonging to, or at least solidarity with, the dominant group as a result of frequent interactions, 
will also have greater tendency to adopt behavioral patterns, including shopping and consumption behavior associated with the 
dominant group. This implies that minority-group members will demonstrate more willingness to cross to the outgroup retail system 
for purchasing products and services. Based on both logic and evidence from the literature, we hypothesize that: 
H3a: There will be a negative relationship between social interactions and perceived negative prejudice. 
H3b: Social interactions will moderate the negative relationship between prejudice and cross-shopping intention.  
Acculturation 
Acculturation refers to the acquisition of new cultural patterns and practices in wide ranging areas, including the learning of new 
norms, and practices (Berry, 2005).  
Acculturation has long been discussed in the context of ethnic minority-majority group relations (Cleveland & Chang, 2009). As 
such, acculturation develops as minority members socialize and come into continuous contact with the dominant culture (the majority 
group), (Üstüner & Holt, 2007). Consumer acculturation thus involves adapting to the dominant culture that may result in different 
lifestyle patterns (Taušová et al., 2019; Vijaygopal & Dibb, 2012).  
Yet, the issue of whether to remain well-distinguished or to adopt values and norms of the dominant culture is affected by minority 
members’ perceived prejudice toward the dominant group. Studies investigated the acculturation-prejudice link in a variety of 
situations provide evidence for the proposed relationship between the two constructs (Greenland & Brown, 2005). For example, Zick, 
Wagner, van Dick, and Petzel, (2001) reported in a study focused on the connections between prejudice and selected attitudes toward 
acculturation in Germany that minorities members who have an assimilative orientation demonstrated less prejudice against the 
dominant majority. That is, the more highly acculturated minority-group consumers are, the lower the prejudice perception toward 
the dominant population members. Therefore, we hypothesize:  
H4a: There will be a negative relationship between acculturation and negative prejudice. 
Acculturation also has been found to affect minority-group members’ consumption behavior. This is evident in various studies 
investigating the acculturation-shopping behavior link (A´ lvarez, Dickson, & Hunter, 2014; Dato-on et al., 2006; De Mooij & 
Hofstede, 2011; Leo, Bennett, & Hartel, 2005; Segev, 2014). Underlying this research stream is the idea that adaptation to the 
dominant culture is manifested in changes in consumers’ shopping decisions (Lee, Fairhurst, & Dillard, 2002). For example, a study 
by Quester, Karunaratna, and Chong (2001) focusing on aspects of consumer behavior, including product evaluation and purchase 
behavior, found acculturation affects pre-purchase decision-making of Australian consumers. Similar findings are reported in other 
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studies testing this link (Bojanic & Xu, 2006; Chen, Aung, & Kanetkar, 2005). More recently, a study by Segev (2014) investigating 
the acculturation effect on consumer decision-making among ethnic consumers found that highly acculturated consumers exhibit 
familiarity and confidence when dealing with the marketplace.  
We rely on this research stream in investigating the influence of acculturation on consumer cross-shopping intention, in particular on 
studies found ethnic-minority consumers deal with marketplace complexity through applying inherent strategies that determine their 
shopping patterns (Lysonski & Durvasula, 2013). As such, it is reasonable to assume that individuals who become more acculturated 
to the dominant culture, their shopping behaviors will change accordingly. In this case, they would be more likely to adopt new 
shopping patterns such as cross-shopping to outgroup suppliers.  
H4b: Acculturation will moderate the negative relationship between prejudice and cross-shopping intention. 
The acculturation literature suggests that acculturation involves aspects such as online communication, and social interaction with 
dominant-group members (Josiassen, 2011; Kim, Laroche, & Tomiuk, 2001). A growing body of work demonstrates the importance 
of these dimensions in the acculturation process. For instance, a study by McKelvy and Chatterjee (2017) examined the role of 
internet media and of social interaction dimensions in the acculturation process of Muslim women in the United States pointed to a 
positive relationship between online interaction with members from the dominant culture and social networks choice and their desire 
to acculturate. Similar findings were reported in studies examined the relationship between acculturation of foreign students to the 
host country and their use of social media and online communication when they study abroad (Greenland & Brown, 2005; Sandel, 
2014). Hence, the hypotheses:  
H5: There will be a positive relationship between online contact and acculturation. 
H6: There will be a positive relationship between social interaction and acculturation. 
 
                                    H6                                                H5 
Social interaction                            Acculturation                             Online contact                        
                                                                                                                 
                                      H3b                                             H4b       H2a                   
                              H3a                         H4a         H4c                                   H2b                      
   
                                                                                                                
 
                                                    Negative            H1a                                                    Cross- 
                                                    prejudice                                                                    shopping 
                                                                                                                                    
                                      
                 
 
         H7a 
                                                                                                             H1b 
                                    H7b                                                                
Mass media                                                                       Positive prejudice 
 
 
Fig. 1: Conceptual model 
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Research and Methodology  
Application 
The Arab and Jewish populations in Israel are the setting for this study. Israel is a multi-ethnic society inhabited by Jews and Arabs. 
Israeli Arabs constitute an ethnic-cultural minority living in a largely Jewish country. They comprise 21% (1.8 million) of Israel’s 
citizens and enjoy civil rights equal to those of the Jewish majority. However, despite this, the rights of Arab society in Israel as an 
ethnic minority have remained limited as this population is not recognized as a minority with collective rights. Moreover, Arabs in 
Israel are still excluded and discriminated against in many ways and lack full civil equality. They suffer from institutional 
discrimination manifested by the unequal distribution of resources and funds (Lavie, 2018). Most Arab citizens face non-institutional 
social discrimination manifested in everyday life. The disparities between the Arab and Jewish societies continue to grow, despite 
significant improvements in Arabs’ socioeconomic status. These disparities are especially prominent regarding education, 
employment, wages, wealth, and poverty rates.  
Research Design  
Questionnaire  
A two-part questionnaire was developed to solicit the necessary data for this study. The first part investigated the respondents’ 
socioeconomic and demographic profile. The second dealt with the investigation of seven constructs and three moderating variables 
that comprise the conceptual framework of this study (see Figure 1). The constructs were presented to the subjects in question form, 
which they answered using a 5-point Likert scale. The data for this study was collected by telephone during September 2017. The 
telephone interviews were conducted by a professional research company specializing in collecting data from household samples. A 
sample of 202 respondents was obtained from across the Israeli Arab population. Following Mesch (2012), Vijaygopal and Dibb 
(2012), Wimmer and Soehl (2014), and Hino (2014; 2017) data were collected about perceived prejudice, intercultural-related factors 
associated with cross-shopping intention. In particular, respondents were asked about their positive and negative feelings and attitudes 
toward majority-group members (see Table 1). Respondents were questioned about their intention to cross to majority marketers for 
purchasing particular products and services. These questions were based on past studies that discussed the impact of online contacts 
on improving intergroup relations and individual responses (Dovidio, Eller, & Hewstone, 2011; Hanna, Rohm, & Crittenden, 2011; 
Gaunt, 2011; Wojcieszak & Azrout, 2016). 
Reliability and Validity 
To ensure that the items used to operationalise the constructs of interest were internally consistent and free of measurement errors, 
reliability analysis was carried out using Cronbach’s alpha. Internal consistency reliability coefficients for research constructs were 
higher than the recommended levels of 0.70 (range from 0.74 for cross-shopping intention, to 0.94 for negative prejudice; see Table 
1.  
Table 1: Item loadings constructs’ reliability and validity measures 
Construct Item Loadings Std. 
Coef 
Cronbach 
alpha 
Negative prejudice 
(adapted: Olson, 2009) 
 
1. Israeli Jews are untrustworthy 
2. Arabs will never achieve a high level of progress because of  
    Israeli Jews  
4. Israeli Jews are aggressive 
.85 
.9 
 
.87 
.78 
.76 
 
.77 
.76 
 
Social interaction  
(adapted: 
Chiu, Hsu,  & Wang, 
2006) 
 
3. I have frequent communication with some members outside my 
community 
2. I spend a lot of time interacting with some members outside my 
community.  
 3. I maintain close social relationships with some members 
outside my community. 
4. It is important to participate in Israeli-Jews celebrations  
5. I usually host some outgroup members in my house. 
.84 
 
.83 
 
.86 
 
.79 
.61 
.88 
 
.82 
 
.65 
 
.82 
.55 
.75 
 
 
Online contact 
 
1.  participate in forums and discussion groups with members 
from outside my community. 
2.  I spend a lot of time in online interaction with member outside 
my community. 
3.  I am pleased when I participate in online forums with outgroup 
members.  
4.  It is important to follow members from outside my community 
on online social media. 
 
.85 
 
.8 
 
.78 
 
.77 
 
.93 
 
.89 
 
.93 
 
.94 
 
.84 
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(1) CR = Composite Reliability  
(2) AVE = Average Variance Extracted 
 
Data Analysis and Hypotheses Test 
This study employs the Partial Least Squares (PLS) regression to examine the presented research structure. PLS-SEM allows 
researchers to analyse the measurement model simultaneously with the structural model, as well as to adopt research models with 
both moderating and mediating relationships. Specifically, PLS-SEM works efficiently when used to estimate path models 
comprising many constructs, several structural path relationships and/or many indicators per construct. Furthermore, PLS-SEM 
approach is less restrictive in sample size, sample data distribution, and measurement scales.  
A structural model was built including all the antecedents and relevant relationships, enabling us to examine the hypothesised causal 
paths among the constructs by performing a simultaneous test. To assess the model fit with the data, it is recommended that the p-
values for the average path coefficient (APC=0.289, p<0.01) be lower than 0.05. Convergent validity was evaluated to validate the 
measurement model through investigation composite reliability (CR) and average variance extracted (AVE). Table 2 illustrates that 
all CR and AVE values meet the recommended threshold values. On behalf of CR values are recommended to exceed 0.70 and AVE 
values should be greater than 0.50 (Hair et al., 2010). 
Table 2: Composite reliability, VIF, AVE, and correlation of constructs’ values 
Construct Mean SD CR VIF AVE 1 2 3 4 5 6  
1 Negative 
prejudice 
2.1 1.45 .82 1.48 .61 .78      
2 Social 
interaction 
3.7 1.04 .83 1.74 .51 -.25** .72     
3 Online contact 2.31 1.6 .89 1.01 .66 -.14** -.29** .82    
4 Positive 
prejudice 
3.03      1.13     .9 1.29 .7 -.03 .33**  .11**   .84   
5 Acculturation  2.94 .48 .89 1.39 .73 -.13 .04 .02 .07 .85  
6 Cross-shopping  3.31 .99 .72 1.34 .55 -.11 .38** .15* .43** .01 .7 
Note. CR = Composite Reliability; VIF = Full collinearity; AVE = Average Variance Extraction;  
* p< 0.05;  ** p< 0.01 
 
As shown in Table 2, discriminant validity was evaluated by obtaining the AVE values for each variable. The square root of AVE 
for each variable is greater than the correlations between the variables and all other variables in the model, signifying that these 
variables have discriminant validity. VIFs were evaluated to check for the existence of collinearity. VIF values of less than 5 indicate 
no collinearity (Hair et al., 2010). Furthermore, all VIF values meet the recommended threshold values. Based on the current findings, 
this study demonstrates that the proposed model exhibits adequate reliability, construct validity, and collinearity. 
 
Table 1 (Cont’d) 
Positive prejudice  
(adapted: Olson, 2009) 
 
 
1. Israeli-Jewish suppliers are very honest in business dealings 
2. Israeli-Jewish suppliers provide high quality products and 
    services 
3. I trust Israeli-Jewish suppliers   
4. Isreal Jews suppliers are very professional. 
 
.84 
.83 
 
.81 
.79 
 
  
   .9 
.87 
 
.85 
.85 
 
 
.86 
 
Acculturation (adapted: 
Cuellar, Arnold, & 
Maldonado, 1995) 
 
1. I am pleased when I listen to Israeli music.  
2. I feel satisfied when I use Hebrew  
3. I like to define myself as an Israeli. 
 
 
.8 
.86 
.85 
 
.96 
.98 
.98 
 
 
.79 
 
 
Cross-shopping 
intention (adapted: 
Hino, 2017) 
1. Whenever possible, I will buy products and services from   
    outgroup suppliers. 
2. I am considering cross-buying to outgroup suppliers  
3. The likelihood of me cross-buying to outgroup suppliers is  
    High. 
.62 
 
.79 
.6 
 
.86 
 
.66 
.94 
.74 
 
Hayiel Hino, International Journal of Research in Business & Social Science 9(2)(2020) 139-151 
 146 
Descriptive statistics 
The socio-demographic profile of the respondents is presented with respect to their gender, age group, educational background, and 
annual household income. Female respondents constitute 57.4% of the total sample. In terms of age, 25.7% of the respondents are 
between 18–35 years old, 42.1% between 36–55, and respondents aged 56 or older accounted for 32.2%. More than 31% of the 
participants have a high school education, 9.7% have a college educational background, and an additional 29.6% have a university 
degree. Additionally, 52.8% have a monthly household income of $3500 or less, and 38.2 between $3501 and $5500. The rest of the 
respondents (9%) earn over $5500 a month. 
Results  
Figure 2 graphically displays the path coefficients and squared multiple correlations (R2) for the endogenous constructs. The proposed 
conceptual model allowed a moderate amount of variance in the cross-shopping dependent variable (R2=0.54). Almost all the 
hypothetical relationships were supported by the empirical model results, thus providing strong evidence for the hypotheses drawn 
from the theoretical framework. This means our conceptual model was able to capture both research goals: investigating the 
conflicting influence of positive and negative prejudice on cross-shopping intention in the context of ethnic minority-majority group 
relationship; and evaluating the moderating influence of intercultural factors on the relationship between negative prejudice and 
minority consumers intention to cross-shopping. 
       
                               H6 (β=0.51**)                                        H5 (β=0.05) 
Social interaction                            Acculturation                             Online contact                        
                                                                                                                 
                                  H3b (β=0.38**)                                                        
             H3a (β=-0.19**)                   H4a (β=-0.18**)   H4b (β=0.21**)          H2b (β=-0.34**)                      
                                                                                                 H2a (β=0.12*) 
                                                                                                                
 
                                                        Negative                                                                  Cross- 
                                                       prejudice       H1a (β=-0.68**)                                    shopping 
                                                                                                                                        R2 = 0.54   
                                      
                 
 
          
                                   H1c (corr. = -0.03)                            H1b (β=0.45**) 
                                                                                                    
                                              
 
                                             Positive prejudice                                         
 
 
* p < 0.05;  ** p< 0.01  
Fig. 2:  Estimated theoretical framework 
H1a and H1b suggest that perceived prejudice have a conflicting influence on cross-shopping intention of minority members. The 
results reveal that the proposed relationship received statistical support. Perceived negative prejudice was found to decrease cross-
shopping intention (H1a: β= -0.68, p<0.01), whereas positive prejudice drives consumers to cross-shopping to outgroup marketers 
(H1b: β= 0.45, p<0.01). H1c proposed that negative and positive prejudices are negatively associated. However, the results did not 
support this prediction (H1c: corr. = -0.03, p>.05).  
H2a (online contact), H3a (social interaction), and H4a (acculturation) have a negative influence on perceived negative prejudice. 
The results demonstrate statistical support for the proposed relationships (H2a: β= -0.12, p<0.05; H3a: β= -0.19, p<0.01; H4a: β= -
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0.18, p<0.01). This means that these intercultural-related factors play an important role in reducing negative prejudices between 
minority and majority group members.  
H5 asserts positive relationship between online contact and acculturation. The data did not support this hypothesis (H5: β= 0.05, 
p>0.05). Finally, H6 postulated positive relationship between social interaction and acculturation. The results show that the path from 
social interaction with outgroup members to acculturation of values of the dominant culture is significant and positive (β= 0.51, 
p<0.01), thus supporting H6.  
As for the moderating effects of the intercultural factors on the relationship between negative prejudice and cross-shopping, the PLS 
results provide statistical support for the influence of online contact (H2b: β= 0.34, p<0.01), social interaction (H3b: β= 0.38, p<0.01), 
and acculturation (H4b: β= 0.21, p<0.01) 
Implications 
The present study has several theoretical and managerial implications. From the theoretical perspective, this study contributes to the 
literature in several ways. Firstly, it contributes to the literature on ethnic consumer behavior by providing a new theoretical 
framework for understanding the effects of various inter-cultural factors on the cross-shopping intention of ethnic minority 
consumers. In particular, the study investigates the influence of social interactions, online contact, and acculturation on perceived 
negative prejudice and explains how reduced (negative) prejudice affects cross-shopping intention. 
Secondly, the study serves as a pioneering effort to incorporate intercultural factors into empirical studies about changing consumer 
feelings and attitudes associated with minority-members’ perceived (negative) prejudice, and the role these factors play in moderating 
the influence of prejudice on consumer buying decisions. Finally, the model introduced in the study investigates the role of positive 
prejudice on cross-shopping behavior and evaluates the correlation between it and negative prejudice. Furthermore, previous studies 
on intergroup relationships have mostly focused on key factors such as personal contact (online and offline) and social interactions, 
which in most cases tested the link between these factors and individual attitudes. Our study, however, is the first to explicitly 
incorporate a new factor (positive prejudice), together with a set of moderating variables (i.e. acculturation, social interaction, and 
online contact) into the research model. This implies that insights associated with this framework can be applied to other ethnic 
cultural groups in which social and cultural factors have a significant effect on behavior intention. 
From a practical perspective, the study findings pose major strategic challenges for majority-group retail executives. Firstly, retail 
managers should enhance minority consumers’ perceived positive prejudice by greater focus on benefits and advantages derived 
from crossing to attractive and trustworthy outgroup marketers. For example, outgroup managers can differentiate their offerings, 
thereby emphasizing product quality, by using cues valued and trusted by minority group consumers, such as crossing to a modern 
shopping environment which provides a comfortable and interesting shopping atmosphere, well-organized modern stores with 
professional customer service, and advanced retail technologies making it possible to generate cost economies and economies of 
scope. Moreover, though the study results highlight meaningful relationships between intercultural factors and minority member 
behavior, the knowledge that these are motives for cross-shopping intention would be very useful for managers in designing 
successful culture-based marketing strategies, especially when catering to different ethnic-cultural consumer groups worldwide. The 
study findings also suggest outgroup marketers can promote cross-shopping by encouraging online contacts and social interactions 
between minority and majority group members. Thus, the more frequent and intensive the intergroup members’ personal interactions, 
the less negative prejudice they will perceive, and consequently, the greater the tendency to cross-buy. 
Finally, the study of factors that affect perceived prejudice in the context of minority-majority group relationships is of major 
importance for public policy makers interested in accelerating social contacts between ethnic-cultural communities with the aim of 
reducing mutual negative prejudices and increasing assimilation of the minority population within the dominant one (Berry, 1997).  
Conclusions 
The overriding purpose of this study is to assess the influence of perceived prejudice on cross-shopping intention in the context of 
ethnic minority-majority group relationship. Specifically, this study seeks to provide a better understanding of the conflicting effects 
of both positive and negative prejudice on minority-consumers’ intention to cross to majority-group marketers and suppliers for 
purchasing products and services.  
Unlike most previous studies which have focused primarily on individuals’ attitudes as a dependent variable, the current study 
examines the effects of a set of intercultural factors on behavioral intention, claiming these factors have both direct and moderating 
influence on cross-shopping behavior. Consequently, the current research is particularly important in that it is the first to focus on 
the role intercultural factors play in motivating ethnic-minority consumers to consider cross-shopping. Moreover, to the best of our 
knowledge, this is the first study that incorporates intercultural factors into a conceptual framework and investigates their influence 
on minority members perceived negative prejudice.  
Many interesting findings are directly and tangentially related to the proposed hypotheses in the current study. On the whole, results 
point to conflicting effects of perceived prejudice (positive and negative prejudice) on cross-shopping intention. However, a striking 
finding to emerge from the study results reveals that, compared to the influence of negative prejudice on cross-shopping intention 
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(β= -0.17, p<0.01), the effect of positive prejudice is far higher (β=0.46, p<0.01). Additionally, this finding constitutes initial evidence 
that the nature of perceived prejudice (negative vs. positive) affects individual behavior differently, not only in terms of impact 
direction, but also regarding intensity. This clearly offers an opportunity for outgroup marketers to position themselves as attractive 
and trustworthy retail destinations where minority consumers can purchase high quality products and high-level professional services. 
Combining this message with value would surely be a successful marketing strategy.  
Consistent with what has now become a rather substantial literature (Erkan & Evans, 2016; Hinz et al., 2011; Oyedele & Hernandez, 
2015; Ng, Kulik, & Bordia, 2016; Pettigrew et al., 2011; Schumann, van der Linden, & Klein, 2012), online contact and social 
interaction were found in the current study to negatively influence perceived prejudice. This means that frequent online contact and 
social interaction led to reduced prejudice among minority individuals as well as less negative feelings toward outgroup members.  
Another important conclusion from the study results concerns perceived prejudice of majority members. Though online contact and 
social interaction were found to reduce negative prejudice among minority members, they would also suggest the same impact on 
perceived prejudice of majority-group members toward minority members. That is, the effects of intercultural communication 
involving minority and majority group members are bidirectional. This claim is centered on the contact theory (Allport, 1954), which 
states that individuals are likely to develop favorable perceptions of other outgroup members if the interactions between the groups’ 
members are frequent and positive. This, too, is supported by past empirical research which found frequent personal contact and 
exposure to outgroup members led to improved intergroup relations, and a deeper understanding of and more positive attitude toward 
other outgroup members thus reducing (negative) prejudices (Brown & Hewstone, 2005; Dovidio, Eller, & Hewstone, 2011; Gaunt, 
2011; Schumann, van der Linden, & Klein, 2012; White and Abu-Rayya 2012; Wojcieszak & Azrout, 2016).  
The study results also shed light on the influence of acculturation on individual perceived negative prejudice. As hypothesized, 
acculturation was found to reduce perceived prejudice. This implies that as ethnic minorities become acculturated with the dominant 
population, and cultural elements are conveyed mutually and reduce perceived negative feelings and stereotypes. Likewise, social 
interaction was found to significantly influence acculturation, but in a way that enhanced minority members’ tendency to adapt to 
the host mainstream culture. Consumers who maintain intensive close social interactions find it easier to adopt values and norms of 
the majority group (Wimmer & Soehl, 2014), and are more likely to appreciate the benefits from engagement in buying activities 
with outgroup marketers.  
Regarding the moderating variables (online contact, social interaction, and acculturation), the study results show all three constructs 
significantly moderate the relationship between negative prejudice and cross-shopping intention. The positive signs of the moderating 
variables coefficients clearly indicate that these variables appear to reduce negative influence of prejudice on consumer tendency to 
cross-shop to outgroup suppliers. Past research has shown that direct contact can lead to changes in individuals’ opinions by 
improving the disposition toward outgroup members with whom they came into contact, and later, through improving individual 
position towards the outgroup itself, thus improving mutual relations (Allport, 1954; Brown & Hewstone, 2005; Dovidio, Eller, & 
Hewstone., 2011; Tausch & Hewstone, 2010). Concerning social interaction, past research suggests intercultural social interactions 
enhance minority members’ sense of belonging to the majority group members and their use of the dominant culture as a reference 
group (Glass & Westmont, 2014). As such, individuals who interact extensively with majority group members are more likely to 
perceive engagement with majority group suppliers as acceptable behavior confirmed by their own social circle. Finally, as was 
previously noted, acculturation was found to moderate the negative relationship between prejudice and cross-shopping intention. 
This finding is consistent with previous studies that found acculturation reduces the gap between distinct cultures in terms of 
individual attitudes (Berry, 2001). Moreover, through acculturation, the majority’s values may better resonate with minority 
consumers, who can consequently develop more positive attitudes toward transactions (products and services) offered by majority 
group providers.  
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